canine coalnened 


Prospects and Production : 
Wodints for the new Mediums 


A New Weekly for a New Medium 


1s’ Issue) "COMMERCIAL 
TELEVISION 
OUT NEWS” 


MARCH 9 — a new weekly journal 


to serve a new industry 


Here is the Journal for which you have been waiting — 

COMMERCIAL TELEVISION News—the Journal for everybody 

° ° engaged in the new industry. Produced by the publishers 
Subscription Rates of ADVERTISER'S WEEKLY (and who better qualified 7), 
COMMERCIAL TELEVISION News will provide a _ weekly 
service of news, information, features and know-how—all 
written by experts—to cover every aspect of this vital new 
advertising medium. Whether you will prepare, produce, 
present, service or use commercial television in this 
country, COMMERCIAL TELEVISION NEwsS will become a 
necessity to you. Place your subscription order NOW. 


COMMERCIAL TELEVISION NEws will be sold 
by subscription only. 


Place your first annual subscription order 

before Publication Date—March 9th. You 

will save 10- by qualifying for 6) 
- 


Special Charter Rate post free 


Orders placed after March 9th_ will 


be charged at the full rate...post free 40/- Some of the news and feature coverage :— 
@ Programme Contractors @ Programme 
Producers o Television Commercials, 


ORDER NOW adda tee taaltedy Guien 


Equipment Makers and Suppliers, etc. 


“COMMERCIAL TELEVISION NEWS” 


BUSINESS PUBLICATIONS LTD., 
180 FLEET ST., E.C.4. Tel: CHAncery 8844 


Supplement to ADVERTISER'S WEEKLY, Thursday, February 10, 1955. 


7 %. 
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TO ALL 
INTERESTED IN 
COMMERCIAL TELEVISION 
PROGRAMMES 


Low Power Transmission from I.T.A. London Site by April 


From April Ist this Company will Advertising Agents and others interested 
idiate a picture—in the form of a in commercial T V will require to monitor 
test pattern —from the new Beulah many of these I.T.A. transmissions. They 
Hill Site at Croydon. This work is should appreciate therefore, that the 
being carried out with the co-operatior installation of an efficient television aerial 
of the I.T.A., and the purpose of the system in, say, a steel-framed office block 
signal is mainly to supplement by prac- or a commercial building, is very much 
tical means the aerial manufacturers’ more involved than the erection of an aerial 
technical appreciation of the problen on a suburban house. No two locations 
of Band III reception. As we manu are alike and many intricate problems 
facture almost half the television aerial must be overcome 
sold in this country, it obviously pay We believe that we have the answers to 
us to bear the cost of these test facilitie such problems. We invite you, therefore, 
The provision of this vision signal w to make use of our Commercial Aerial 
also enable a large proportion of T \ Installation Service which ts experienced in 
viewers to have their sets converted meeting all L.C.C. and other requirements. 
and their new Band III aerials installed If you or any member of your organisation 
and orientated before the I.T.A. pro- would care to consult us on any aspect 


grammes come on the air. In of TV programmes, please do 


other words, a big audience will not hesitate to write us or tele- 
be awaiting the first opening phone, when we will do our best 


programme to help. 


BELLING & LEE LTD 


GREAT CAMBRIDGE RD., ENFIELD, MIDDX., ENGLAND 
Enfield 3322 
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Nobody can claim to knoweverything about British commercial 
TV until broadcasts actually start, but it is quite certain that 
the approach will be different from the American technique. 
In the meantime, it isn’t wise to sit about waiting to see how 
things go. The first few TV advertisers are going to reap 
big rewards. And T. B. Browne Ltd., with eighty year's 
experience of advertising, and an enterprising television 
service department, are highly qualified to help them do it 


y, 


Commercial TV Supplement—ADVERTISER'S WEEKLY 


THE T.B.B. TELEVISION SERVICE OFFERS YOU 
Detailed individual reports on any aspect of commercial tele- 
vision, and how it can help you. * Suggestions for treatment 
and preparation of storyboards. * The testing of packs 
*The selection and booking of the TV personalities best 
able to put your message over. Good casting is vital 
* The shooting of commercials. * The booking of adver- 
tising periods, and the checking of their transmissions 


THE TELEVISION DEPARTMENT OF : 


_ T.B. BROWNE Ltd 


/ 
*eo 
Rp 


0 
2 
A 
TED 


PRACTITIONERS 


117, PICCADILLY, LONDON, W. 


TELEPHONE 


GROSVENOR $351 
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we are ready 


t has always been our policy to provide our 
lients with every new service they need 
advertising, immediately and 
mprehensively. We were the first Agency 
)ffer Market Research Services, and the 
first to build an Outdoor Advertising 
rganisation based on maximum frequency 
f inspection and report. We were amongst 
he first in the field of Radio Advertising. 
Now comes Competitive T.V., and we at 
Saward, Baker’s have prepared ourselves to 
be at the service of our clients—and of any 
non-competitive advertisers who desire 
close co-operation in the development of 


their advertising by this new medium 


SAWARD BAKER & CO LTD 


Incorporated Practitioners in Advertising 


277 CHANCERY LANE, LONDON, W.C.2 «+ HOLBORN 21 
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3 Commercial Tt 
" ~~ LEADERS OF ADVERTISING 
WELCOME THE SUPPLEMENT 


ADVERTISER'S WEEKLY 


Supplement 


‘The new medium will have 
tremendous impact’ 


gence, is seldom admitted for the 


From Lt.-Col, Alan M. Wilkinson 
Practitioners in Advertising 

I warmly welcome the initiative of ADVERTISER'S 
WEEKLY in publishing this supplement some six months 
or so before the first independent television station is 
expected to open, and would hope that other vitally 
interested parties will soon be equally up to date 

While the members of the Institute took no steps to 
promote this new and powerful medium, now that inde- 
pendent television is coming into being in this country we 
Shall do our utmost to make it a success. We shall, of 
course, never forget or neglect other media— press, poster, 
film, etc. 

As in the case of all new ventures, difficulties will be 
encountered and no doubt mistakes made, and changes or 
improvements required, but if the public will exercise a 
reasonable degree of patience and tolerance in the early 
Stages they will, | believe, be provided not only with good 
entertainment but with something—the advertising part 
which will be of both help and benefit to them 

In the long run one thing, and one thing only, will matter 
the quality of the entertainment—and of the advertise- 
ments. 


president, Institute of 


TELEVISION—a great 


creative challenge 


chairman, Institute of Practitioners in 
Advertising Television Advisory Panel 


TT'O the faint-hearted among timely analgesic Study these 
advertising people the extracts from The Television 
prospect of commercial tele- ©ommercial, or merely dip into 


them at random, 
soon feel better. For here is no 
treatise upon an occult science ; 
one finds on the contrary a very 
clear picture, a re-take if you 
hke, of the common ground upon 
which all effective advertisements 
have always been built. 


vision has brought not a little and you will 
rritation and suffering 

This frailty, which must not be 
ynfused with lack of intelli- 


iman, understandable 
rather it 


thing it 
is dressed up as 


From Eliot Warburton, president, Incorporated Society of 
British Advertisers : 

1 welcome this commercial television supplement, for 
reliable information about television advertising is urgently 
required by interested advertisers and their agents. 

While the Incorporated Society of British Advertisers 
fully realise what a big task the ITA and the contractors 
have been tackling, they feel that it is high time that the 
terms and conditions of television 
published 

If the standards that it is hoped to achieve in this new 
medium are to be realised, no more time can be lost 

One of the aims of our Society is to secure the maximum 
of accurate information about advertising media, and this 
supplement should be a useful contribution 

Much brain-power and effort are already being directed 
to preparations for commercial television, and a comparison 
of relevant views and practices should be valuable. ¢ om- 
mercial television in Britain will not be quite the same as 
its Counterparts in other countries, still less will it be the 
Same as advertising in any other medium here: 
draw on experience in all these 
that will suit our conditions 


advertising were 


but we can 
fields to evolve techniques 


By CYRUS DUCKER 


moving away from 
gimmick openings 


1 “irrelevant intimacy 
and over-use of the 


of television 
matter For 


this 


of optical tricks.” In other physical closeness can be at once 
words, American creative men a boon and a bane Our 

are getting back to home base no doubt will plead like angels 
again; the ancillary aids and But what about our defects 
advantages of the new medium, insincerities, our lack of 

at first mistaken for new ele pathy our arrogance? They 
ments, are being relegated to stink through the ether to high 


their proper place. There should heaven 


i$ the heart 
almost 


virtues 


sym 
will 


wisdom and trotted out as 
econd-sight SIMPLE ENOUGH 
It probably hasn't occurred t 
u,” one is told, “that this As one would expect, the ter- 


velty, which seems so exciting, 
ght become the cause of a 


public outcry against advertis- 
ng.” Which is a tortuous and 
singularly umattractive way of 


“I know nothing about 
commercial television, and 
frankly my ignorance appals me.” 

For those tn pain, this merciful 
piece of initiative by ADVER- 
TISER’S WEEKLY should prove a 


minology is at times a trifle sur- 
prising ; but it is never esoteric 
For anyone who knows how to 
create advertisements in existing 
media, not forgetting the cinema, 
it 1s a simple enough matter to 
relate everything in this book to 
his own experience and common- 
sense 

For example, we are told that 
American TV commercials are 


be no need to tell a competent 
advertising man that his overture PRACTISE PRECEPTS 
must not merely draw attention If there is no cause for alarm 


to itself, but must lead on inevit- 
ably to what follows 

Again, we are assured that 
“Viewers are wide open for mes- 
sages that are personal, that mean 


vou Kindergarten stuff? It 
might have been if the author 
had not added the f wing 
crucial comment This is basi« 


advertising, but television makes 
it even more personal.” 
It seems to me that here, in the 


then, there is equally no cause for 
lackadaisical relief We may 
recognise all the precepts in this 
book, but do we always practise 
them? 

Ihe purely 


graphic forms of 
advertising 


have probably not 
denanded of us so much vigi 
much honesty as will 
The climate of com- 
becomes suddenly 


hee 
anc $0 
television 
munication 


@ Continued on page 4 
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‘There is nothing to be afraid of except change 


.....tlet’s all have some fun’ 


much more neighbourly; and 
alas! people are always more de- 
manding, more critical of their 
friends than of anyone else. 

Whether we like it or not we 
are going to come face to face 
with ourselves again; and from 
that agonising reappraisal could 
come a new lease of life for the 
creative mind in advertising, a 
renaissance from which all our 
thinking, in whatever medium, 
might draw new inspiration, new 
gaicty, new vigour. 

Should that come to pass 
I believe it will—then not only 
television but all existing media 
of communication will be the 
richer for it. 

Ihe vital and inseparable part 
which advertisements have played 
in the development of 
than mechanical, tech 
niques is only just beginning to 
be properly appreciated 


and 


editorial 
no less 


EFFECT OF 
ADVERTISEMENTS 


No better example of this pro 
cess can be found than the com- 
paratively recent one of the 
Reader's Digest. As soon as this 
publication began to carry adver 
tisements in its British edition it 
began to gain more readers 
and, of course, more advertise- 
ments. As soon as it decided to 
carry advertisements, bedecked 
with all the latest tricks and fan- 
cies, it naturally felt obliged to 
give its own editorial face a new 
look. And so the indivisible pro- 
cess continues, 


LESS THAN LIFE 


this “inside” 
always ham 
and made them 
seem rather less large than life 
From next September onwards 
the lack of it might create a 
serious problem for them. It is 
not that the BBC will need the 
money which advertisements 
bring; our legislators, avid for 
competition and for compromise, 
have ensured that the more the 
ITA succeeds the richer the BBC 
will become: 

No, the BBC is much more 
likely to need just the advertise- 
ments, simply for what they are 
for their interest and importance 
to viewers. Because advertise- 
ments deal directly with very real 
things they represent a_ large 
slice of day-to-day life; and any 
editor who has to make do with- 
out them is bound to feel the 
draught 

Let us be clear about one 
thing, however; this new contri- 
bution from advertising to the 


The absence of 
competition has 
pered the BBC 


‘We have to apply 


known specifics. 


new thinking to 


To our hard-won... 


knowledge we must now add on the 


new dimensions ofsoundand movement’ 


arts of communication will neve 
come at all if we, the advertisi: 
experts, hand over our respons 
bilities to the so-called telev 
experts. The latter are spawnir 
merrily—whence is inybod 
guess—and there is a tendency 
the moment for some advertis 
people to fall into a state of f 
and impotence before them 


BEGIN TO THINK 


They should get up from 
ground and start thinking 
will then occur to them that 
present there can be no su 
thing im this country as a te 
vision advertising expert 

The native animal does not 
exist and will not be seen 
several years. There is 
medium yet for him to be expe 
in. Imported species of expe 
there may be, but I doubt if tt 


will thrive or even survive in the 


unique climate we have create 
here for commercial 
We are all 
level 

For the advertising 


television 
novices, we all st 


agency 


particular the onset of this new 
medium brings, if not a crisis, at 
least a very important turning 
point in its relatively short his- 
tory. For the first year or two 
television will be nothing more 
than another marginal medium, 
but its development within a 
decade might prove prodigious 
If he is to retain his pivotal 
position, the agent must develop 
new living cells ; if they are not 
organic they will multiply out of 
hand Like printing, television 
must become his servant, not his 
master, The agent owes his 
existence only to his capacity for 
objective thought He has no- 
thing to lose but his brains 


TRIAL FOR LIFE 


Sir Robert Fraser and others, 
no less distinguished, have 
warned us that in September of 
this year advertising might be on 
trial for its life. It might be, but 
1 do not think so. I have great 
faith in the good sense of the 
British manufacturer and the 
creative people who serve him 


Product demonstrations must be believable 


DO keep demonstrations simple and believable. Be honest in the 

actual demonstration, without camera tricks or exaggerated results. 

Work in closeups when possible so that the viewer learns by example 
how to use the product correctly. 


They 
down 
The 


will not let themselves 
warning, though  well- 
meant, should not be miscon- 
strued. To approach our task too 
cautiously would, I believe, be as 
big a mistake as to throw all our 
normal reticence overboard. 

The last thing I want to see is 
a dreary succession of gentle- 
manly commercials bending over 
backwards to avoid the faintest 
suspicion of daring or devilry 
Advertising will add nothing to 
television that way. Indeed, it 
might well create false standards 
for itself and find it difficult to 
escape from them 


If we are to achieve an essen 
tial creative freedom we must try 
to start off as we intend to go 
on. It is bound to take a little 
while for the public to get used 
to this new kind of advertising 
Better, I think, to face up to that 
from the beginning, rather than 
put on false raiment. It would 
be ironic indeed if we were to 
bore the public instead of shock 
ing them. That they would never 
forgive us 

And now to work. We have to 
apply new thinking to known 
specifics To our hard-won but 
far from perfect knowledge of 
human motivation we must now 
add on the new dimensions of 
sound and movement. Those of 
us who have put real thought and 
personal effort into the making 
of advertisements for the cinema 
screen have begun to get the feel 
of what is possible. The experi 
ence gained is not wholly appl 
cable to advertising 
but most of it is a good deal 
more relevant than the TV “ex 
perts” would have us believe 


HAVE SOME FUN 


There is nothing to be afraid of 
except change For heaven's 
sake let's all have some fun 
What greater opportunity could 
a bored copywriter ask for than 
the challenge of creating adver 
tisements that walk and talk” 
What more could he demand 
than the chance which television 
gives him to get closer than he 
has ever got before to the inne 
desires and aspirations of his 
audience? 

He can now 
of the things 
wanted to do 


television 


let them do some 

they've always 
peep round doors 
look through other people's 
windows, and all from safety of 
their own armchairs. Apart from 
anything else all the uncangpy arts 
of opera are now at his disposal ; 
for like canaries, commercials 
sometimes sing 
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200 experts give how-to-do-it 


tips for the new medium 


TPYELEVISION = commercials 
are constantly on the 
move” through new techniques 
in art and production. The 
need is to marshall all the 
creative and production forces 
closely with advertising aims 
and viewer believability. 
the new 
problems 


Times change and 
medium offers newer 
The novelty begins to wear off 
and the weak commercial no 
longer has that early advantage 

Let’s define the areas where 
the commercial must change with 
the times 

The move is away from: 

1. Irrelevant “gimmick” 
openings 
Over-use of optical tricks 
Jingles-for-jingling sake 
Obviously paid 
monials 


“testi- 


Extravagant claims, 


substantiated 


not 

Too-perfect results with 
product, obviously gained 
through film trickery. 
move is to: 
Believability in 
claims 
Believability in 
stration of product 
Simple informa- 
thon 
Better psychological un- 
derstanding of the viewer 
Better pudlic 
building good 
loyalty 

6. Combating rising costs of 
production 


TWELVE POINTS 


Three groups have 
studied television viewers at 
length From their separate 
own experience joins 
n agreeing on the following 12 


points 


honest 
demon- 


useful 


relations, 
will and 


research 


Studies, our 


Viewer are wide 
that are 


This 


open for 
pe rsonal, that 
adver- 
makes it 

personal Show how 
into their own 


MesSSARES 


has 


ves and ¢ rperiences 


viewer's world begins 

amily The man wants 
to > loved and respected by 
his wife and children And she 
recognition for her job 
of holding the family together, 
ind satisfying their basic needs 
at reasonable cost 


wants 


By HARRY WAYNE McMAHAN 


vice-president, McCann-Erickson, New York 


These extracts from Harry 


MecMahan’s book, “The Tele- 


vision Commercial,” were shaped with the advice of 200 
advertising and film men. The book—pictures from which are 
used in this supplement—will be available shortly in this 
country only from Business Publications Ltd., 180, Fleet Street, 
London, E.C.4, at 35s. per copy postage paid. 


Viewers are 
success, but in a way: @ 
little higher pay, a little better 
school for the children, a nicer 
home. Products and advertising 
that propose to elevate far out of 
class in one leap are scounted 
as unrealistic 


wisi about 


senda 


EMOTIONAL HUNGER 


Viewers are not static 
emotional hungers have 
changed, but “experience 
To-day, only one person in 
three can remember growing 
up without radio. Only one 
person in three can remember 
growing up without sound 
movies 


Basic 
not 
has 


Viewers resent negative atta ks 


on their 
They 
improve 
them out of 
they'll resist 
Viewers are 
against four 
TV commercials 
claims, 
forms, 
and 
insult 
Viewers do not want to be told 
they want to he tact 
fully They how 
to do thines to improve, but 
they don't want to ask, and 
won't read directions Let 
absorb it “through the 
interested 
students being taught 


way of life and habits 
wan ti change and 
but don't try to “shame” 
their old ways or 


outspoken 
things in 
extravagant 
artificiality in all its 
bull-headed repetition, 
talking Don't 
their 


down 


intelligence 


shown 
want to know 
how 
iften 
them 
por ‘ as 


§, 
bystanders not as 


Wild claims look absurd on TV 


DON'T make wild claims you cannot prove. 
exaggerated claim — more than a 


TY exaggerates the 


ny other medium — and makes it 


ridiculous. 


Viewers are sometimes con 
tused as to which product you 
are advertising and what it wil! 
do. That fault often is yours, 
because you try to crowd too 
fast. So keep it simple ; repeat 
skilfully fasten your brand 
name on securely 
Viewers are 

NEWS 


tures 


interested im 
products, new fea 

benefus, But they are 
sometimes sceptical of anything 
too new, if it doesn't relate to 
something old that is 
Anown Use the 
the unknown. The viewer wants 
to «be conversant with what's 
going on He wants to be as 
smart or smarter than his 
neighbour 


CAREFREE ATTITUDE 


new 


new 


alread\ 


sell 


Anown to 


Viewers love “bargains,” but 
don't want to be known as 
penny-pinchers Boom years 
\ made then forget the 
depression and they are 
a certain degree--on a 
ve-for-to-day” kick, looking 
OT pleasure for com 
living—-as long as 
iren t too great 


easy 
laities 
want convi rik 
less fact 
i gh pres 
7 ou te 


P py 
hie [ them make p mina 


sai 
rhey 
it 


ev reais 


in 
the } 
have 


can rationaiise 
made uw up thernse 
have be 
udges of the 
quality of 
I ney j idee 
calibre ot your 


Finally, viewers 
come pretty good 
: nos} and 
the c l 
you by the 
presentation It t shows 
th ughttuiness it would 
yuu itr to picase your 
tomers Remember, they 
pretty wise about photogray 
trickery, so keep your demon 
stration honest They pride 


nse cs r cing abdic 


seem 


cus 


so avoid 
ts forms 


Budgeting 


TTHE budget for the commer- 

cials should be set before 
the scripts written. This 
can be determined on the basis 
of past experience and compar- 


are 


@ Continued on page 6 
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‘Television will still be growing 10 years from 


now=the commercial must lead ” 


able quality desired or, if new 
to the medium, on either of 
two methods : 

@ Percentage-of-time, or 

®@ Cost-per-showing 

The first method 
approximately 10 per cent of 
time charges. In spot and local 
campaigns this may increase to 
20 per cent, or even 25 per cent. 
In high-billing network shows it 
may fall as low as five per cent. 


COST-PER-SHOWING 


The second method computes 
the probable times the commer- 
cial will run, then figures the pro- 
portionate cost-per-showing. On 
a national network show, for in- 
stance, $500 is a likely cost-per 
showing budget Thus, if the 
commercial should figure to run 
S times, it can cost $25,000. If it 
1s good enough to run 13 times 
then $6,500 might conceivably be 
allocated for the production of 
the commercial. 


allocates 


Kellogg’s Rice Krispies spent 
$3,700 for a single cartoon jingle 


which ran 50 times on Howd 
Doody. Cost-per-showing: Ie 
than $75 


* * * 


How many times can a com- 
mercial be run without losing im- 


pact? What is the life expec- 
tancy? 

We know that repetition 
creases viewer knowledg r 


a certain point, with cumulat 
results. Then indifference 
and a “blocked reception” men 
tally awaits your Droadcast A 
one point, repetition can resu 
in psychological deafne 
blindness,” Dr Ernest Dichte 
says 

Where is this point ? 
are many variables and we ar 
far from having any method 
measurement. These four fact 
seem to relate most direct 
the life expectancy of a commer 
cial ; 

@ Acceptability of content & 


Pabst Blue Ribbon’s cartoon the viewer 

commercials on the CBS Fights @ Variety of films in same 

cost $3,000 each—but only $25 cries. 

on a cost-per-showing basis @ Frequency of broadcast 

| How production costs may vary 
Production Advantages of Technique Average ( 
Technique Best For Per Secona 

CARTOON Gaining interest $80 


Trademark characters 
Personalizing product 
Exaggeration, fantasy 
Singing jingles 


Live AcTION (narrative) 


Demonstration $50 


Exposition 
Human interest 
Appetite appeal 


Live Action (dialogue) 


“Personality” 


commercials $60 


Testimonials 
Key copy lines 


Stor Motion 


Demonstration $40 


Mechanical action 
Personalizing product 


Puppets 


Trademark characters $25 


Singing jingles 


PuHotro ANIMATION 


Special announcements $20 


Retouching products 


* Catalog ” 


of products 


Signatures 


COST SPECIFICATIONS FOR CHART :—Based on 1951-54 averages of five 
commercial producers for national and regional adve oT Full union labour oper 
in 38 mm film original. Cartoons computed on ne-unit animat 


sets for live action. Fil 


NOTE 


ms produced in series ; s! 
time for combination with similar work to avoid waste and overtime 
—Sound tracks and SAG talent payments extra. 


allowing sufficient product 


DO expect to repeat a singing jingle in any films, 


especially in cartoon. 


This tie spot ran inter- 


mittently in the US for four years. Viewers do 
not quickly tire of music and animation, except 
in saturation campaigns, where repeated too 


often, too soon. 


How to use live action 


@ Technique employed (car- 
toon, live, etc.) 

The “acceptability of content” 
joes not refer to whether the 
viewer says he “likes” or “dis- 
kes” the commercial, but 
whether the viewer finds a 
reward,” conscious or uncon- 
scious, for the time and effort he 
spends viewing the commercial 
He may find it entertaining, in- 
formative, or in some way related 
to his personal experience and 
needs with a promise to satisfy 


IDENTICAL THEME 

Varied repetition helps. All 
films in a series should repeat 
the identical central theme for 
greatest impact, but variety in 
opening interest aids in stimulat- 
ing viewer attention 

The frequency of broadcast 
can hasten “blocked reception.” 
A spot, if well constructed, may 
be used intermittently for many 
months, or it can be killed in two 
weeks in a heavy saturation cam- 
paign. 

Only from experience can we 
develop a yardstick of costs 
At left is a chart that is obviously 
controversial because it attempts 
to over-simplify a complex, crea- 
tive work. 

Remember, there are many 
exceptions, but this chart can be 
useful to pre-set a budget for the 


creative writer or TV director. 
His knowledge of the variable 
cost factors within each indi- 


vidual technique can then accom- 
plish the desired result 


technique 


IVE action is the most belie 
able technique in television 

commercials because it is human, 
personal experience itself See 
ing is believing 

It permits the viewer to be a 
part of the action on the screen 
He can be the person in the situa 
tion. It can be Ais hand getting 
the “feel” of the product, learn 
ing to use it He can more 
quickly translate this message 
into his life 

Cartoons and puppets are from 
a make-believe world of fantas' 
Stop motion and photo animation 
are from a make-believe world of 
camera trickery. Only live action 
has true reality 

So, wherever this human, 
personal experience is required 
for the selling job, live action is 
indicated 


BASIC SUB-DIVISIONS 


Live action divides itself into 
two basic sub-divisions. 


1. Narrative style, with the 
voices off-screen 
2. Dialogue style, with the 


salesman or actors speaking in 
direct sound, to each other and 
to the audience 
Each has specific advantages. 
Narrative is slightly less expen- 


sive than dialogue and, para- 
doxically, has a longer life 
expectancy. Narrative paces 


@ Continued on page 8 
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New boa baby 2 


The American, Benjamin Franklin, was in Paris in 1783, and saw 
the first ascent of the first Hydrogen Balloon. Someone near him said 
‘But what is the use of all this?’ Franklin put a question back, ‘ What 
is the use of a newborn baby ?’ 

A good advertising Agency. when planning a first campaign, aims 
to give it not only style, but a style. The word carries the present and 
the future in its meaning. It is loaded with a time-dimension. ‘A style’ 
means ‘a look and tone of voice that by repetition will become known, 
and trusted by the public.’ 

When we at Crawfords establish a style of advertising for a product, 
we determine to bring the newborn baby up, through a well-nourished 
childhood and a flourishing youth, to a prosperous prime of life. 

Crawfords will have no first-night nerves on T.V. It is a new 
medium for advertising, calling for new techniques. But new techniques 


are nothing new to Crawfords. 


aS 


CREATORS OF FAMOUS ADVERTISING 


W.S. Crawford Ltd, 233 High Holborn, London, WC1 


Offices and Associates throughout the world 


ee 
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‘Viewers are interested in NEWS: 


new products, new benefits’ 


faster and concentrates viewer 
attention with fewer distractions 
than dialogue 

Rated against all other tech 
niques, narrative live action is 
best for: 

Demonstration, to present a 
realistic picture of the product 
in use. This is television sales- 
manship in action 

Exposition, to set quickly a 
scene or to introduce by off 
screen voice the personality 
who is to speak 

Human Interest, to show 
family life, babies, pets. Here 
is where the viewer's heart can 
be won. 

ippetite Appeal. to show 


mouth-watering pictures in 
food films. A perking pot of 
coffee “translates” in seconds 


what “still” pictures and words 
alone can never fully accom- 
plish in minutes 


ANONYMOUS PERSON 


Many commercials are entire! 
narrative style with no actors on 
the screen speaking 
Despite the contentions of some 
that the speaker “must be ident: 
fied” to the audience, the narra- 
tive track can be quite 
anonymous, representing a person 
in authority or the listener hin 
self, interpreting the scene 

Newsreels and short subjects 
have long proved the faster pac 
ing and keener interest in the 
voice-over style. Only key char 
acters speak ind very briefly 
then. What would a newsreel be 
like if you had to spend all the 
time looking at the announcer 
or if all characters spoke? 


actuall 


VALUE OF TALK 


Dialogue has its own special 
advantages. It is best for 
Personality Commercials 
directly presented into the 
camera by a star performer, a 
special announcer or a com 
pany spokesman 
Testimonials, by actual 
users 
Key Copy Lines, spoken by 
actors featured in the commer- 
cial 
Costs of narrative and dialogue 
films vary widely, due to casts 
settings, props, location trips and 
many other factors. The cost 
chart suggests an average of $50 
per second for narrative films 
against $60—or approximately 20 
per cent more-—for dialogue 
films 


The adv antages of puppets 


TTVHERI are two primary 
advantages of puppets as a 
technique and both of these vie 
with cartoon. Puppets are best 
for 
Trademark Characters, pro- 
vided the trademark has not 
already been established as a 
cartoon figure in other media 
Singing Jingles, where dimen 
sional effects are desired 

Characters and sets can be 

staged as “miniature musical 

comedies.” 

Heinz “S7” Varieties used 
frame-by-frame puppets to bring 
their Aristocrat Tomato trade 
mark characters to life. Scores 
of heads were produced, each 
identical in form but with vary- 
ing expressions to cover the 
necessities of the first series of 
soup commercials 

Given a hearty voice in the pre 
recorded sound track, the charac 
ters came to life with authorit 
However, only about one-fourth 
of the commercial time was given 
to the puppet; live action carried 
the bulk of the sales story 

Peter Paul Candy also used this 
technique as a “miniature musical 
comedy.” The “king” bar sang 
and told his story, surrounded by 
coconut trees and chocolate, with 
a chorus of other Peter Paul bars 


Goebel Beer also has used the 
technique successfully, with 
“Brewster, the Goebel Rooster,” 
strutting, singing and dancing 
The Goebel films have been pro- 
duced in Holland by Joop 
Geesink, via Transfilm. Geesink 
makes his dolls of plastic, so 
movable heads are not required, 
but a stopmotion camera tech- 
nique is required to shoot the 
production frame-by-frame 


PLASTIC FACES 


Maurice Seidermann, make-up 
expert who developed the plastic 
“face” for motion picture make- 
up, has done considerable work 
in a similar type of puppet. The 
same type of flexible plastic face 
that aged Orson Welles in 
“Citizen Kane” is adapted by 
Seidermann to puppet commercial 
use 


Use of cartoon 


oo RIENCE teaches that 
4 the cartoon in television 
commercials is best for 

Gaining Interest, even as the 
flashing of a cartoon title on the 
screen wins theatre applause 
The SOS Magic Bunny was built 
on this factor 


The demonstrator must have authority 


DO cast for believability. Often it is wise to use the older housewife 
in “example” selling. Authority begins at 40. 
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Trademark Characters, actual 
or devised. The Carnation “Milk 
Drop” is an example of a cartoon 
character devised to fit the pro- 
duct. 

Personalising the Product, such 
as a car. A cartoon Ford can 
typify many models in used car 
commercials. 

Exaggeration and Fantasy, be- 
cause cartoon can _ stimulate 
imagination more broadly than 
any other technique 

Singing Jingles, because car 
toon and rhythm go together like 
ham and eggs and the public does 
not readily tire of them. Cartoon 
jingles have the longest life 
expectancy of any type of tele- 
vision commercial 


Stop motion 


TOP motion has three advan 
tages. the first shared with 
cartoon, the last shared with live 
action. Stop motion is best for 
Personalising of the Product, 
such as the marching cigarettes 
The product can be made to 
dance, fly, zoom or take itself 
apart and put itself together 
again 

Mechanical Action, such as 
fitting of parts of a motor, or the 
addition of attachments to an 
appliance. 

Demonstration, without human 
hands. The refrigerator can 
magically fill with shelf after 
shelf of foods The doors of a 
range can mysteriously open and 
a luscious cake slide out 

Industrial films have long used 
stop motion to show mechanical 
action. Similar use for television 
commercials is more rare, simply 
because good selling is more con 
cerned with consumer benefits 
than the mechanics of manufac 
ture 

Stop motion vies with cartoon 
in personalising the product. In 
cartoon, it is the practice to “put 
a face” on the product. In stop 
motion, it is the practice to show 
the product exactly as it is 


Animation 


HE advantages of photo 

animation indicate it is best 
for 

Special Announcements, simi\a: 
to movie theatre trailers which 
are largely titles and tricks 

Retouching Products, such as 
appliances of glass and bright 
chrome After retouching, the 
sull photographs are then repro 
duced on motion picture film 

“Catalog” of Products, where 
a complete line of related items 
or related adaptations can be 
shown Here photo animation 
can strip the scene to essentials 
and present many items, rapidly 
in sequence 

Signatures, such as end most 
commercials The package, the 
Slogan can readily be presented 
to best advantage in this tech- 
nique, inexpensively. 
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4 scons from one of Robert Barr's productions 


The current documentary series on television screens each Wednesday—'‘ True 
stories from a surgeon's casebook'—are the work of Producer ROBERT BARR 
who on March Ist becomes Head of the Higham Organisation for Commercial 


Television. JOHN OXLEY who directs the film sequences in ‘‘ They Come by 


if you did mot see the recent : . . 
announcement “An Interim Appointment’’ and has assisted Barr in all his major programmes, also comes 
Statement on the Higham 

Organisation for Commercial 

Television” — Manog ng hate h 

Director, H gh M. Thornborough 

mira then satnn: teeapare 6 by appointment to the Agency on the same date. 


CHARLES F. HIGHAM (TELEVISION PUBLICITY) LTD - HIGHAM HOUSE - CURZON STREET + LONDON - W.1 
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How to make ‘watch-the-budget’ 


commercials which sell 


JRITING 
mercials 
story - telling 
difference in copywriting for 
a Space advertisement and 
writing for a television com- 
mercial is in_ story-telling 
qualities and in continuity 


for film 
begins with 
The major 


com- 


The good TV commercial writer 
must be a good story-teller. The 
technique must be a simple one 
The writer must not go flying off 
into different directions or the 
viewer will be confused A 
storyboard which is lavish, ot 
requires a world tour on film, ts 
wrong 


If you have got about 60 
seconds it is useless to write 
commercials so overloaded with 


ideas, actions and selling points 
that they could run for sixty 
minutes ; it will be impossible to 
get them all in or clearly see any 
of them 


NOTHING OBVIOUS 


Obvious ” Not im my ex 


perience! Nothing is obvious t 
the man who wants to sell his 
product but has no idea of the 


requirements of a medium 
the writer understands what 
be highlighted in his story he 
should tell it clearly. simply and 
with great economy both of words 
and scenes 


When 


is tu 


Although the new television 
will be a purely commercial 
matter, or maybe I should say 


because of this, it will have to be 
made within a close budget The 
writer can help here. So long 
as the quality of his story is high 
and his dialogue perfect, the 
number of scenes, camera angles, 
sets and so forth can be held to 
a minimum 


USE NOT NEEDED 


To write reverse angle shots, 
for example. is unnecessary 
They are not possible in live tele 
vision, and need not be used in 
films made to be shown on tele 


vision. One may hold a shot in 
television far longer than is 
acceptable in the cinema, thu 


close shots bringing out the facia! 
expressions and thoughts of 
actors should be held This 
technique is not only the correct 
one to follow but obviously has 
the effect of saving shooting time 


by NEAL ARDEN 


One of the first experts to contribute to “Advertiser's Weekly” 
on the highly specialised subject of making commercials for 
television, Neal Arden has had experience as producer and 


telecaster on both sides of the Atlantic. 


In Britain he has 


recently been engaged in the making of experimental shop- 

ping guides, and in this article he allies American experience 

with the knowledge of British requirements to give point-by- 

point advice on those aspects of production which mean 
money saved—or wasted. 


and thus saving production costs 

A writer should always have a 
feeling for timing. Suppose you 
want to ask some well-known and 
beautiful person to appear in 
your commercial The audience 
may well want to look at her fo 
as long as they can—in 
or at the most in 
some suitable 


silence 
company with 
music 

If anything is being said 
anyone else, however intefesti: rg 
it may be to the agency, it will 
be a distraction to the audic 
and the good impression you are 


creating by offering a feast of 
beauty to your viewers will be 
lost. 

On the other hand, there are 


moments when you will want to 
show the viewer what you are 
selling and insist on his hearing 
what you have to say about it 

When to do what—that is the 
essence of proper timing. When 
to talk, when to preserve a dis 
creet silence, when to show some 
thing or someone beautiful, even 
though nothing to do with your 
product, when to sell 


These points cannot be learned 
easily. They will only come from 
an instinctive feeling for timing 
possessed by al! great showmen, 
or learned with some difficulty by 
the rest of us 

There may be 
overwrite on a 


a tendency to 
purely visual! 


Comic situations 


need great care 


DON'T break your neck trying to stage live actors in comic situations. 
Comedy is a tough, hard business and rarely comes off in live action 
commercials. 
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This must be 


point watched 
The medium is mainly one of 
vision. Sound is but an adjunct 


to it which, used without care, 


can, wrongly, become of first 
importance. If you allow this to 
happen, all you have got is 


photographed radio. Television 
is not radio—and has little con 
nection with it 

In America, some advertisers 
insist ON an unseen announcer 
reading all the credit titles and 
all words appearing on the tele- 
vision screen 

They say that in this way you 
can overcome the reluctance of 
people to look at a screen show 
ing a commercial message ; that 
the fact the announcer is reading 


@ Continued on page 12 


The heart of 
the matter 


@ COMMERCIAL | television 
is exactly what its name im- 
plies; television in terms of 
commerce. Its purpose, to sell 
the advertiser's product. 


That being the case, commercial 
te'evision must be entertaining, 
artistic, gripping and full of 
vitality. 

In any thirty minute show a 
great deal of money is likely to 
be spent but the commercial is 
that part of the whole in which 
the advertiser is vitally in- 
terested. By its success he will 
be able to pay the programme 
contractor and keep the show 
running. By its success every- 
body employed in the overall 
show will be kept in continuous 
work; by its success the good 
name of commercial TV will 
be established and developed. 


The advertiser has a personal 
interest in the whole show. If 


this is not interesting, there 
may be nobody watching by 
the time his advertisement 


appears on the screen. 


It is the commercial about which 
the country has been warned 
over and over by the critics of 
the new medium. Let us see 
then that it is excellent, enter- 
taining and effective selling. 9 
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2 Commercial 


Sik: 


ax 


... but we're going to have it out! 


Truth, like toothache, is best dealt with right away 


The fact is that when Commercial T.V. does break. only a 

very f anisations are going to be able to go straight 
, , 

nto acti 1 start hitting the target right away 


Three factors are going to cause most of the 

trouble. 

1. Shortage of Studio Space 

2. Shortage of Processing Facilities 

3- Shortage of Creative Staff, who really know 
the job. 


ari and Dean can offer a Commercial T.V. service, whict 
s con ete every resp We have the exclusive use of 
the well-known Southall Studios. We have a firm arrang 
‘ with leading laboratories for the rapid processing of 
r hil And above all have a team of writers, 
inimat« and technicians who are not only the 
xperienced in visual selling to British audiences but who 
have made a thors igh study of this new medium of T.\ 
Needless to say, in T.V. Commercials, as in advertising 
In ; tor the cine », the gui lir o Pearl ar Dean 
| 
Vearl and Wean are ready to pr large or small agencies 


sith a complete 


wr partial T.\ 


Tt 


Supplement 


ADVERTISER'S WEEKLY 


AGENCIES WISHING TO DISCUSS 


THEIR 1.V. PROBLEMS 


SHOULD IMMEDIATELY CONTACT 


Pearl & Dean 
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‘Commercial television must be 


entertaining and vital’ 


the message will put it into their 
heads willy nilly 

They say that people leave the 
room during the commercial and 
that an announcer’s voice can 
follow them and get at them, 
even if they can't see the screen. 

Maybe they have a point there 

ut that will depend on the 
voice 

It can be said that writing for 
television may be a difficult 
transition for advertising men 
highly competent in other media. 
A radio writer has been trained 
in a medium where there is no 
picture except that which he must 
build in the listener's mind. If 
he has a background of movies 
and the theatre, both visual 
mediums, it is going to be easier. 
But the transition can be made by 
all and should be made quickly 


Directing 
the film 


YOMETHING which even 
the best scriptwriter cannot 
build into his script is that 
‘feeling’ for the advertiser's 
product which a good director 
can project. Commercials on 
film are films in every sense of 
the word. They are just as 
important to the people who 
buy and pay for them as the 
biggest feature production. 

In the TV commercial, the 
client and the advertising agency 
will want to continue and extend 
the same spirit and situations 
previously used in space advertise- 
ments. They will, naturally, give 
their opinions as to the filming 
possibilities, but with the director 
lies the ultimate responsibility 

On the set, he is in charge. It 
is he who must give prominence, 
even emphasise certain details of 


a 


the product on the screen by 
means of his camera angles, 
lighting, cutting By removing 
every superfluous detail the 


director will point the viewers’ 
attention in such a way as to 
make certain he sees what the 
advertiser wants him to see 

A critical phase of 
direction is preparation. This is 
very important. It is so import- 
ant if costs are to be kept low 
that even an extra week spent at 
the office desk will pay dividends 
if it saves a few hours on the 
floor later. 

A director should never begin 


picture 


work on a subject unless he is 
completely satisfied that he has 
the “feeling” the agency wants 
to project. It is no good his 
going ahead with something he 
thinks is wanted. If he is wrong 
he will not find it out until the 
agency and maybe the client see 
his work. 

By then the set will be broken 
up, the lighting removed and his 
cast and crew scattered. And 
alteration to the film would mean 
heavy extra expenditure. 


KNOWING THE DETAILS 


The director should always 
have a full briefing session 
that he knows backward every 
detail concerning the product to 
be sold. The agency, producer, 
designer, scriptwriter and director 
all having come to an agreement 
beforehand on __ interpretation, 
sets, costumes, action and other 
details, shooting may safely 
begin. But not before. 

With advance planning, costs 
may be saved while a film is 
being shot. If, for instance, six 
commercials are planned, it may 
be possibie for the director to 
do all the exterior shots for the 
whole six, in one day and on 
one location. Otherwise a special 
trip has to be made each time 
one or two commercials are de 
cided upon, with a decided rise in 
costs This for something that 
could have been obtained at the 
first visit to the spot for no cost 
at all save that of the extra film 
stock used at the time. 


ECONOMICAL METHOD 


The larger the batch of com 
mercials that can be approved 
and ordered at one time, the 
more economical production 
becomes. 

The TV commercial is going to 
be a powerful selling medium 
Directors of film commercials 
should regard themselves, and be 
regarded by others, as important 
people in the industry. Do not 
think of theirs as hack-work 
Directing TV commercials must 
be highly creative, the spearpoint 
of commercial TV's endeavour. 


Art direction 


[HE art director has the job 
of visualising the back- 
ground of the script. 

Sets can be so overpowering 
that they take the attention 
away from the dialogue as well 
as other parts of the picture. 
This is not what an advertiser 


wants, so 
simple. 


In a short scene a simple blank 
background may serve your pur- 
pose if you want some concen- 
trated attention from the viewer 
on an object before it. In a 
longer scene the eye can wander 
around so you may use more 
background detail But never 
make the background so arrest- 
ing that no single artist appear- 
ing in front of it could ever 
compete with it That is mis- 
direction, much practised by con- 
jurors, but useless to us 

The star of a TV commercial 
is the product and it must be 
highlighted. 

Consider a set where there is 
a table full of normal things such 
as plates, cups and saucers. On 
this table is the product you are 
selling. You will want to high- 
light it, though not too obviously 


ideas should be 


HELPING THE SUN 


If there is a window near from 
which a stream of sunlight enters 
the room, you can assist that 
stream of sunlight to strike your 
product, and to miss the other 
things. This highlights the pro 
duct with natural effect. Further- 
more you can push the other 
objects away so that they are 
slightly out of focus. 

By doing this, you have one 
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object clear and bright among the 
rest—the product. 

It is clearly useful for an art 
director in TV to have a know- 
ledge of cameras 

At present, television photo- 
graphy is in black and white. 
From the art director’s point of 
view this causes problems of its 
own, since what is to be photo- 
graphed is always in colour 

If jewellery is placed against 
some dark red velvet or plush, to 
the human eye it looks beautiful 
When shot in black and white the 
red will turn black, which is bad 
for television. The jewellery itself 
will turn white, which is also bad 
for television 


LOGICAL REALISM 


An art director who knows 
these things would never place 
jewellery on a red background 

The designer will concentrate 
only on those details which are 
essential. There are hundreds of 
possible details, from the lace on 
grandma's collar to the design of 
the carpet with which he can dis- 
pense. The important details will 
speak for themselves 

What should be stressed is 
logical realism All the objects 
used should look natural and not 
out of place. Do not put cracks 
in the walls unless the script 
needs cracks Otherwise the 
viewer will begin. wondering what 
they mean and you will lose his 
attention 

An art director can be helpful 
in the matter of costs. If he 
knows that the director intends 
to shoot a character seated in a 
chair in a rich man’s house, there 
is no need to have exactly such 
a chair as you would expect to 
find there. To hire one might 


@ Continued on page 16 


Stop motion can demonstrate ideas 


ot 


DO use stop motion where it can inexpensively demonstrate ideas 

more graphically than other techniques. Here, a closing scene was 

needed to associate the smack with beer, “ coke.” milk and cocktails. 
Each popped in, in rapid succession. 
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DIRECTORS 


L. S. Hargreaves (Chairman 

M. Danischewsky (Planning and Production) 

R. W. Dickenson (Administration and Sales) 
E. Linnit 
Alternate Jack Dunfee 

C. J. Maples, F.C.A. 

S. F. Passmore 

The Earl of Warwick and Brooke 
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Ihe language has no word for a 
collection of experts. It doesn’t need 
one — a mere collection of experts is 

eless. What is needed, for any 
skilled and complex operation, is a 
focus Of experts, an organization 
which — lens-like — can bring the 
widest variety of training and talent 
to bear on a single point. 

rhis is the idea of TVA —Tele- 
vision Advertising Ltd. 

Here is how it works. You — an 
advertising agency — have a client 
who wants to use television, so you 
book time from a programme 
contractor. You probably agree on 
an advertising theme with your 
client, and you may have an existing 
press scheme to tie up with. Your 
problem is to give your client the 
best commercials his appropriation 
will buy. Now your television 
department, if you have one, may 
well have all the facilities for the 
particular job. But often it won’t. 
How could it? As things are, it 
would be uneconomical for even the 
largest agency to have all the facilities 
for creating every commercial any 
of its clients might need. 

This is where we come in. You 
brief us, and we write, design and 
produce commercials. We under- 
take to give you, after all this, the 
most effective commercials the avail- 
able money will buy. 


ob 


|OF EXPERTS 


Why do we think we can do this 
well ? Because, like a good 
advertising agency, we can focus all 
the necessary specialized knowledge 
and talent onto your problem. ‘This 
1s why, for example, our Board of 
Lirectors is composed as it is. As 
the list on the left will show you, its 
members are experienced and expert 
men in all the relevant fields — 
electronics, the stage, the creative 
cinema, advertising, the law. 

And the staff? A body of script- 
writers, designers and executives has 
been collected by the tooth-comb 
process) who between them are 
trained and talented to do something 
original and effective for every 
product, every scheme, we are ever 
likely to be called upon to create 

Finally, our experience. As a 
firm, we have not put a television 
commercial on the public’s screens 
— yet. But we have done everything 
short of that. We have made a large 
number of experimental television 
commercials, which we shall be 
delighted to show you. These have 
familiarized all of us with the special 
advertising techniques called for 
by this difficult new medium 

If you think we can be uscful to 
you — and we think you'll think we 
can — get in touch with us. We'll 
gladly tell you more about oursclves, 
and show you the work we've donc 


so 


T.V. ADVERTISING LTD 


I Old Burlington Street, London, W.1 
REGent 0936 
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Sundays 8.30 to 9 p.m, 
on 208 metres, 


royds records 


78 
; 
18% is a record ! 
ee 
Social Survey's latest Report No. 7 — carried out on behalf of Radio 
Luxembourg — reveals that Beecham’s Programme * Take Your Pick” is top 


again by a wide margin with 18°. of the adult listening audience 


(7,200,000). An increase of 200,000 over last February's record and 
of 3,200,000 over the November 1953 record figure. “Take Your Pick”, 
starring Michael Miles, is produced by John B. Beard, Head of the 
Radio & TV Division of G. S. Royds Ltd. 


G. 8S. ROYDS LTD 
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royas Says 


when all the tumult has 


died down—and results 


start coming in — you will 
see that royds are in 


the forefront of television 


advertising as well. 


red Practitioners in tdverrising - 160 PICCADILLY + LONDON W.1., 


dency that’s always had VISION 
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the contingencies, and not least they see endless waste or that 
‘The stor board 1s of the size of his budget their product is not being handled 
y Standards of processing on correctly They seldom realise 

16mm may fall short of require- that a producer may use just a 

ments if speed is required. By litthe bit out of one rough scene 


crucial i portance’ comparison with 35mm, 16mm is and that editing and printing 


difficult to handle in the cutting '!) '@Ke care of all preper co 


room. On the other hand, with nak It is less wasteful to 
0 . “Ve tar 
16mm much less equipment need S7O0F two, four or ayo Rccee 
cost £10 or £15. If the character developed This is a point be moved around. If there are a a toc g may is Happ) 
rather a ave t ? ( 
never rises from the chair, all that which may have to be watched exteriors a 16mm camera can be “ e a i to i = to 
will be seen of it will be a por in Britain moved with ease by one man, and ey - a ie — a t! aan 
» > ct me repeat, is almost the mos 
' - ar uu mig t a second operator with a hand : 
tion of one arm. You might jus The most important part ny : P ig : expensive thing in film produc 
‘ll se he he camera can shoot other angles & 
us we seat the actor in a cheap ['V animated commercia he sinneiitameousls 1 great saving tion 
chair which can be picked up for rigs it vell : $ = ee : 
“- P ‘ rig ae! storyboard If it ell of time There is a lesson to be learned 
ane = ypososgge ~ hits also about viewing the film you 
Compromise with the script if OF Specen, every action a have already made 
the budget says so well-planned and well-balanced CHANGING SETS c 
storyboard you can be ass f In TV “time” is always spelt It is customary to view a film, 
Some TV sets in America are “I-bal -d “commer whatever its eventual purpose, on 
a Well-dalance commercia the same as money. Set-ups can 1 ¥ 
constructed of paper or othe picture a flat screen. I do not think a 
: we f be changed rapidly with fewer cinema screen. unless about 1? 
vane : ial nema screen, abc 2 
inexpensive material aturally, The cost of animation } issistants although not less than nches in width. can ever be 
these would never stand any pro it is mainly a matter of i the minimum crew laid down by satisfactory for evaluating wh t 
. ' av « ' wk ' 
tracted moving around, but if jt has been said by an ex; it the trade union concerned you will get on a TV screen 
<* ‘ “ Sree 
they are built for on me day's some five to seven hund n Smaller studios can be used 
shooting, that does not matter hours have been occupic € However. finally this is a matter 
overmuch making of one animated for the producer himself, guided BEAUTIFULLY SEEN 
cial lasting only 40 second * by his technicians If the picture you project on to 


the number of drawing 


ae e ae as ’ . 7 a screen of, sav, four teet wide 
New animation picture that really cont It is to be hoped that the new is full of detail you will t 


be equippe 7 094 
cost oi animation transmitters will e equipped all beautifully But when you 
with 16mm scanners as well as project the same picture on to a 
’ .< ojee t S ec re « > a 
| ECAUSE rf the . Sik sSmm. Thus the producer will © a a at ES te 7 idle . 
. an S c vol - ( Mmenes we 
imperfection of early T\ Size of film we See cn. ane 7 normal size of a TV screen—a 
transmission, the new animated when serving fis Chent great deal of the detail visible on 
commercials in America \ QUESTION on The wise agency es ive will the larger screen w xe lost. 
t t is che eeing le la omneeeaim ¢ ig 
brought out strong design and +* there is some cont not insist on his ent sceing least become so tiny as to be 
- . rushes” of a filmed commercial -ome indistinguishable 
broke away from the solt is Whether to shoot filn \ itm. dit. nih Gna eo 7 able 
Disney approach \ newer on 35mm or 16mm stoch poe: Pyges ras “Bre ele pe That is one reason why nothing 
cy api : Che tees ence exist, ninety-eight times out . —- Diet ' ia be wad 
and stronger styling than that is going to be a matter ! e of a hundred a client has no idea highlight Whe, oo ing 8 
applied up to that time by individual producer - what goes on in film production yenient y, mf Gueing a 


cinema film - makers was having taken into acc On viewing “rushes” many think @ Continued on page 18 


An Announcement by 


. PRESBURYS 


that, as a result of their taking a lease of Twickenham 


~ 
=, 


Studios, they are now accepting further commissions for the production « 
television advertising films. 
Presburys are equipped to produce both live action and cartoon 
‘s films—and have recently obtained the rights in a brilliant new form of 
; puppetry evolved by Ivo Caprino. 


= Choo PRESBURYS for Preference 


Member of the Screen Advertising Association 
. S. PRESBURY & CO. LTD... Gloucester House, 19 Charing Cross Road. 
. London, W.C.2 Telephone: WHitehall 3601 
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E look at it like this. Television is a new advertising medium. But it is not 
W... first new medium in our 50 years’ experience of advertising that 
we have mastered and put to good account—to many good accounts. 

So without fuss or flourish of trumpets, but simply as part of our job, 
we have taken the measure of Television and fitted ourselves for it. And already 
people who know what they are talking about are talking about Haddons as an 
Agency notably well informed, well equipped and well prepared in this 
challenging new medium. 


KNOW HOW and SHOW HOW 


To the planning of policy, the Director 
in charge of Television, Ronald Barton, 


All in good time, the public will be 
seeing, and acting on, the Television 


brings not only 25 years of creative 
experience in advertising, but also a 
behind-the-scenes knowledge of the 
Theatre, Films and Radio that is 
unique in advertising 

As Executive Producer for Haddons, 
Don Archer supervises every detail of 
the preparation and production of 
Television advertising with the enter- 
prise, enthusiasm and technical know- 
how that he learnt in six successful 
years in the thick of Commercial TV in 
the United States, from which he came 
straight to Haddons 


JOHN HADDON & COMPANY LTD 


advertisements of Haddon’s clients 
To be ready for that time we have 
been working and experimenting for 
many months. Some of the first results, 
in the shape of “pilot” Television 
commercials, we have recently shown 
to our clients, putting them in the 
proper setting of an entertainment 
programme on an actual TV screen 
What we would like to show you, if 
you are interested, is not merely the 
“end-product”, but how we set about 
the whole process of planning and 
producing good Television advertising. 


INCORPORATED PRACTITIONERS IN ADVERTISING 


11 & 12 SALISBURY SQUARE, 


£A.8 TEL CENTRAL 
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‘Ads on Television must entertain 


if they are to sell’ 


good advertising film for the 
normal cinema screen you have 
not necessarily produced a good 
TV commercial 

Producing a filmed television 
commercial is not the same as 
producing an advertising film for 
the cinema. An advertising film 
is made to be shown in a theatre 
full of people who have paid 
their mone to see some 
thing else and are determined to 
stay unt they have seen it 
Television commercials ought to 
be made with the idea in mind 
that they will be viewed by a 
small family group who are not 
going to stand any nonsense and 
who. unless they are entertained 
may switch off until the commer 


cial is over 


Systems of 
recording 


OUND can be recorded 
either on film or magnetic 

tape. It can be recorded on 
film in 35mm or 16mm and it 
can be recorded on 35mm and 
reduced to 16mm later 

Both of these systems of sound 
recording require a laboratory 
process between the time you 
record and the time you hear the 
sound you have recorded 

There is, therefore, a delay and 
an extra When sound is re 
corded direct on to magnetic tape 
it can be replayed and heard by 
the agency and client a_ few 
moments after it is made. But 
sound can now also be recorded 
on tape in complete synchroni 
sation with picture 

There are several studios who 
specialise in this type of work 


SUCCESSFUL METHOD 


Magnetic 
cessful method 


cost 


Striping 18 one suc 
It can be run in 
interlock on a sound projector 
exactly like a recording on film 
ts drawback is that the projector 
must be fitted with a magnetic 
head Al present not all projec 
tors are so fitted There ts. how 
ever. a system shortly to become 
available, by which the film will 
carry two tracks side by side. Of 
these, one will be magnetic and 
one optical —thus the difficulty of 
projection will be solved 
Particularly suitable for loca 
tion work where mains current js 
likely to be absent is a system of 
synchropulse recording on tape 
This requires only a battery or 
even clockwork to run the 
camera and recorder. The mag 
recording carries a speech 
track alongside which run a series 
of carrer pulses. These bear the 
same relation to the sound track 


netic 


as the frame lines bear to the 
picture on developed film. Thus 
it is possible to synchronise tape 
with film successfully 

Some may prefer a system of 
tape recording which is inherently 
synchronous rather than one in 
which sync has to be established 
afterwards. Such a service exists 
The director of the studio con- 
cerned claims, moreover, that 
using a full track recording is 


preierable to employing half the 
track width by a pulse system 

What is of importance to pro- 
ducers who expect to work on a 
tight budget is that there is no 
need to record on film. You can 
record direct on tape and be cer- 
tain of your sync 

here is already some choice of 
system and studio which will 
obviously become larger as the 
market for such services is estab- 
lished and grows 


How to decide between 
‘live’ and film 


LAINLY, if the commercial 
message is to be repeated 
im its same form over and over 
again it will be desirable on 
grounds of economy to film it 
It can then be repeated from 
any cxisting station at a suitable 
time on that station or shown 
simultaneously on several stations 
such as the new ITA network. But 
if your commercial TV advertise 
ment is not to be repeated there 
is a Strong argument 
mitting it “ Live.” 


ACTUALLY IN ROOM 

The live commercial offers ce: 
tain advantages, particularly to 
those producers who wish to 
make use of the maximum of 
spontaneity and to give a general 
feeling that the TV salesman is 
actually in the room with the 
Prospective customer 

There is no doubt that working 
“live” is more encouraging 
certainly less worrying 
speaker He has no feeling « 
talking to a tin box, but is full 
aware that he is speaking to real 
people actually listening at the 
time 

This is one very valuable attri 
bute of the live commercial 

A problem which 
mercials may present 
w.th is where to find the right 
personality—one who can come 
and sit down in the arm 
opposite the viewer and 
behave as if he or she were a 
gue tin that house 


USE OF STARS 


Ihere seems to be 
volume of opinion § today 
ready-made stars from 
media are unlikely to be 
answer. If a star from elsewhere 
turns out to be a great TV 
man it will probably be in spite 
of his experience and not because 
of it 

If your selling policy calls 
the “natural” approach, your 


for tran 


and 


live con 


a produce 


aiong 


air 


quit 


salesman or woman requires to 
have complete relaxation and 
complete and sincere friendliness 
The camera will immediately un- 
cover any insincerity 


VIEW OF FUTURE 


Commercial television is a new 
way of telling the country and 
the whole world about British 
goods. We are on the verge of 
great developments in the TV 
field IV stations will be set 
up all over the world in places 
where production facilities are 
very limited or do not exist 
These places will rely to an enor- 
mous extent on pre-recorded 
programmes or will hardly trans- 
mit at all 

Who will 
grammes? 

There will be a battle. But if 
British once more turns out to be 
best—-and reasonable in price—it 
can be us 


supply these pro 
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Questions of 
copy 


p° not give a speaker copy 

specially written for space 
advertisements or for radio. 
Even actors find it difficult to 
speak lines full of phrases that 
do not lead naturally to others. 

[heir memories are no better 
than ours, but they are trained 
to learn lines which lead from 
one to the other and speak 
thoughts which are motivated 
naturally. If their material is not 
written with this in mind your 
TV salesman will not only find 
difficulty in speaking it, he will 
not be able to remember it. 

In the case of a renowned per- 
sonality who may be asked to 
endorse your product, do not 
dictate lines which are not 
natural, or which are not in his 
usual style. As this style is the 
very thing you have chosen him 
for, it seems wise to allow him to 
put your message over in the way 
he thinks best 


RIGHT PERSONALITY 


Now here is one strong reason 
why your television salesman or 
woman should have not only the 
right personality for your particu- 
lar audience but also a very 
pleasant voice. It is true that the 
voice plays a lesser part in TV 
than it does in commercial radio, 
but it plays a part of great im- 
portance 

Often during the commercial a 
viewer will leave the room but 
will most probably neglect to turn 
off the set since it is his intention 
to return and resume viewing 
when the commercial shall be 
over 

At such a time as this the voice 
can, and often does continue to 
reach your audience. It is there- 
fore necessary that this voice shall 
be pleasing, so that the effect is 
to bring the viewer back to the 
set in a happy frame of mind 


Never take risks with tradition 


DON'T try to extract comedy from established traditional concepts. 
Never risk being offensive with things “sacred” to viewers. 
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TO THE ADVERTISER 


SEEKING A SPECIALISED 


AGENCY "I" WZ SERVICE 


McCann-Erickson’'s long experience in commercial television—developed 
in the preparation of more than £10,000,000 worth of successful television 
commercials per year for the United States and eight other countries—is 
available to all advertisers who are concerned about the use of this new 
medium and who recognise the advisability of turning to an agency with 
the specialised knowledge and international resources to direct the 


television side of their advertising in Great Britain. 


NMicCANN -ERICKSON 
ADVERTISING LIMITED 
BRETTENHAM HOUSE, LANCASTER PLACE, LONDON, 


Temple Bar 6600 


McCann-Erickson is a dominant factor in Commercial Television in the U.S.A., Canada, Merico 


Cuba, Puerto Rico, Venezuela, Argentina, Peru, Brazil and now Great Britain 
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What every advertiser and agent needs 


to know about the TV Act 


HE Television Act 1954, in 
the form in which it finally 
passed into law after being 
heavily amended during its 
passage through both Houses 
of Parliament, consists of 
twenty sections and three 
schedules 
From the point of view of ad 
vertisers and advertising agents 
the provisions of the Act can best 
be analysed into five parts 
Organisation. 
. Prevention of sponsoring. 
Control of programmes 
4. Control of advertisements 
5. Enforcement of the controls 


j 
ps 
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ORGANISATION 


The Act sets up the ITA and 
lays upon them the duty to pro- 
vide, for the period of ten years 
from the passing of the Act, tele 
vision broadcasting services, addi- 
tional to those of the BBC and of 
high quality both as to transmis- 
sion and as to the matter trans- 
mitted for so much of the 
United Kingdom, the Isle of Man 
and the Channel Islands as may 
from time to time be reasonably 
practicable. 

The ITA are to establish, instal! 
and operate the stations and to 
arrange for the provision of or 
if need be themselves provide 
and equip studios 

The programmes are, “so far as 
may be,” to be provided not by 
the ITA but by programme con- 
tractors, but the ITA may arrange 
for the provision of parts of pro 
grammes other than through 
contractors if they think it is 
necessary “for securing a proper 
balance in the programme.” 

The ITA may also, if necessary, 
themselves broadcast pro- 
grammes, if this is necessary due 
to a “temporary lack of suitable 
persons able and willing to 
become or continue as pro- 
gramme contractors.” 


Sound broadcasts 


In general the ITA are for- 
bidden to broadcast sound pro- 
grammes except that they may 
relay the BBC"’s party political 
broadcasts, must relay official an- 
nouncements if required and may 
broadcast news items announce- 
ments, etc., which are ancillary 
tw the television programmes. 


Finance 


The ITA are bound “so to con 
duct their affairs” that they are 
put on a paying basis as soon as 
possible They may, however, 
be paid up to £750,000 in any one 
year from the Post Office and in 
addition receive in the first five 
years capital advances up to 
£2,000,000, of which not more 
than £1,000,000 is to be advanced 
in the first year. 


PREVENTION OF 
SPONSORING 


The avowed policy of the 
Government is to provide com- 
mercial television paid for by 
advertisers without sponsored 
programmes. There are various 
provisions in the Act which are 
intended to give statutory sanc- 
tion to this policy 


The most important of these is 
section 4(6) of the Act, which 
provides that 


“Nothing shall be included in 
any programmes broadcast by 
the Authority, whether in an 
advertisement or not which 
states, Suggests or implics, or 
could reasonably be taken to 


state, suggest or imply, that any 
part of any programme broad- 
cast by the Authority which is 
not an advertisement has been 
supplied or suggested by any 
advertiser; and, except as an 
advertisement, nothing shall be 
included in any programme 
broadcast by the Authority 
which could reasonably be sup- 
posed to have been included 
therein in return for payment or 
other valuable consideration to 
the relevant programme contrac- 
tor or the Authority.” 


What is NOT sponsoring ? 


It will be noted that while 
nothing is to be included which 
can be taken to imply that the 
programme has been supplied or 
suggested by an advertiser the 
Act does not go so far as to say 
that the programme should not 
in fact be suggested by an 
advertiser 

Furthermore, it is expressly 
provided that this sub-section is 
not to have the effect of prohibit- 
ing: 

(a) items designed to give pub 
licity to the needs or objects of 
any association or organisation 


Use the kitchen for believability 
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DO use familiar settings. This breakfast table and kitchen are within 
the desire-believability of the average viewer. 


By a LEGAL EXPERT 


conducted for charitable or 
benevolent purposes ; 

(b) reviews of literary, artistic 
or other publications or produc- 
tions, including current entertain- 
ments ; 

(c) items consisting of factual 
portrayals of doings, happenings. 
places or things, being items 
which in the opinion of the 
Authority are proper for inclu- 
sion by reason of their intrinsic 
imterest or instructiveness and 
do not comprise an undue 
element of advertisement ; 


(d) announcements of the place 
of any performance included in 
the programme, or of the name 
and description of the persons 
concerned as performers or other- 
wise in any such performance, 
announcements of the number 
and description of any record so 
included, and acknowledgments 
of any permission granted in re- 
spect of any such performance. 
persons or record ; 

(e) such other matters (if any) 
as may be prescribed by regula- 
tions made by the Postmaster- 
General by statutory instrument 
after consultation with the 
Authority. 

Thus if necessary other items 
can be added to this list of mat- 
ters which are declared not to 
constitute sponsoring. This can be 
done by regulations made by the 
Postmaster-General in consulta- 
tion with the Authority, but up to 
the time of going to press no 
such regulations have been made 

Finally, the Act declares that 
there is no objection to an adver- 
tisement being related in subject- 
matter to the programme in 
which it appears. 


Restrictions on agencies 


Another part of the Act which 
appears to be directed against 
sponsoring is the rule to be found 
in Section 5 that no person who 
is an advertising agent or is a 
director, officer, or employee of 
an agency may control or be a 
director, officer, or employee of 
a programme company. 

This rule is, of course, in fact 
nothing more than a translation 
into law of what has long been 
a sound tradition in the advertis- 
ing business—that agents do not 
have interests in media. 


@ Continued on page 22 
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ust as soon as Commercial T/V starts, the 
first Lambe & Robinson commercials will go on the air. 

They will be technically competent in every way. 
They will sell more goods for our clients. 

Our standards will be high: as high as those we set 
ourselves for press, poster and film advertising. 

This is no idle boast. We realise only too well that, 
if we fall below a high level of competence, we shall be 
out of business. 

What we have said and done about Commercial 
T/V, so far, makes sense to our clients—some of whom 
are hard to convince. It could happen, therefore, that 
before very long you'll be hearing people talk about 


“Lambe & Robinson—the T/V Agency.” 


LAMBE & ROBINSON LIMITED 


Advertising and Marketing 


169 Regent Street, London, W.1 
Telephone REGent 4762 
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The ins and outs of 


commercial TV law 


Thus, to sum up, the advertiser 
may arrange to have his adver 
tisements placed in (or before or 


ifter Suitadie programmes, and 
nay even suggest what type 
programme he c iders to he 
suitable, but there must be 


suggestion n he pI 
that the two are conr 


CONTROL OF PROGRAMMES 


There are elaborate provis 
in the Act for the t 


programmes. Unfortunatel: 
of them are so vague as t 


re 1 . 7 r 
more like exho 
than rules of law 


that the function of ITA 
to provide tclevisi 
programmes “of hi qu 
[hat is the law, and it 

mains to add that there 


such statutory ybligat 
BBC! 

Descending to particula 
find that the ITA are t 
themselves, “so f AS | 

(a) That nothing ts inc 
the programn which ffer 
igainst good taste decen 
is likely to enc uge « 
to crime or t ead to disorde 
or to be offer ¢ to public fee 
ing or whict ntains any offe 
sive representation of or reference 


to a living pers 


(O) that the programmes main 


tain a proper balance in their 
subject-matter and a high gener 
standard qualit 


(c) that any news given in the 
programmes (in whatever form) 
is presented with due accurac 
and impartialit 

(d) that proper proportions 
the recorded and other matter 
included in the programmes are 
of British origin and of British 


performan 

(¢) that the programmes broad- 
cast from an tation or stations 
contain a tadie proportion ol 
matter calculated to appeal 
specially to the tastes and out 


look of persons served by the 
station or stations ; 

(f) that due impartiality is pre- 
served on the part of the persons 
providing the programmes as 
respects matters of political or 
industrial controversy or relating 
to current public policy 


Religion, politics and prizes 


The only party politics allowed 
is the relay of a whole series of 
party political programmes from 
the BBC and “properly balanced 
discussions or debates.” 

Religious programmes may be 
broadcast, but only with the 
previous approval of the ITA and 


the same applies to charitable 


Finally, no offer is to be made 
he programmes, whether in an 
idvertisemernt or not, of any 
rize or gift “of significant value” 
lation to which any advan- 
ta is given to “persons receiv- 
that programme 
This is a provision which has 
*n much discussed between 
rgencies and their advisers but 
mg many points the following 
iy be mentioned 
@ The prohibition appli oO 
fs to persons receiving mn 
rogrammes and not to pers 
raking part and 
@ Gift schemes are n 


stely prohibited but oni uch 
either make the gifts “avail 
f only to persons wh fai 
programme”™’ or give any ad 
milage to SUC hi persons t cia 
nto the gifts 
In practice this 1s not an eas 
ne to draw, but it is clear that 
he rule is directed against art 
icial inflation of viewership by 
programme contract § rainer 
nar the suppression rt gil 
chemes by advertisers 


CONTROL OF 


ADVERTISEMENTS 

Both the contractors and the 
ITA ma broadcast rtise 
nts and the advertisements 
ay be placed citt d or 
ough an agenc bu ither 
ITA nor the contrac s ma 

ct aS advertising agents 


The ITA are bound to c mMply 
with directions from the Post 


master-General as to the classes 
and descriptions of goods of 
services which must not be adver 
tised ind the methods ot 


advertising which must not be em 
ployed. Up to the time of going 

» press no directions have been 
given on this subject 

The ITA are also bound to ap- 
point a committee on advertising 
standards. This committee is to 
give advice to the ITA and the 
contractors “with a view to the 
exclusion of misleading adver- 
tisements from the programmes” 
and to prepare and submit to the 
ITA a code of standards of con 
duct 

This committee was appointed 
in January 


Rules on advertisements 


The rules as to advertising are 
laid down in the Second Schedule 
to the Act as follows: 

1. The advertisements must be 
clearly distinguishable as such 
and recognisably separate from 
the rest of the programme. 

It is not thought that this 
creates any obligation to make u 


clear from the first second of an 
advertisement that it is an adver- 
tisement. 

Thus, a one-minute film which 
does not mention the product 
until the last 15 seconds would 
be clearly recognisable as an ad- 
vertisement and therefore per- 
missible provided only that the 
introductory part could not be 
mistaken for a continuation of 
the previous programme in which 
case of course it would offend as 
not being “recognisably separate 
from the rest of the programme.” 

2. The amount of time given 
to advertising in the programmes 
shall not be so great as to detract 
from the value of the pro- 
grammes as a medium of enter- 
tainment, instruction and infor- 
tainment. 

It cannot too often be said that 
no hard and fast figure is laid 
down in the Act as to the amount 
of time which may be given over 
to advertisements 

This somewhat vague rule is 
the only legal obligation which 
1s placed on the ITA It was 
suggested by the government 
spokesmen in introducing the 
Bill that five or X minutes in 
every hour might be a reasonabie 
imount of time, and it is gener- 
iily thought that this is the figure 
the ITA will adopt There is, 
however, no statutory reason why 
this figure should not be in- 
creased or decreased, nor why 
different times should not be 
allowed in different circum- 
stances. 

3. Advertisements shall not be 
inserted otherwise than at the be- 
ginning or the end of the pro- 
gramme or in natural breaks 
therein, and rules (to be agreed 
upon from time to time between 
the Authority and the Postmaster- 
General, or settled by the Post- 
master-General in default of such 
agreement) shall be observed :— 

(a) As to the interval which 
must elapse between any two 
periods given over to advertise- 
ments, 

(b) As to the classes of broad- 
casts (which shall in particular 
include the broadcast of any re- 
ligious service) in which advertise- 
ments may not be inserted, and 
the interval which must elapse 
between any such broadcast and 
any previous or subesequent 
period given over to advertise- 
ments. 

What are “natural breaks” has 
already been the subject of much 
discussion and can in practice 
only be decided by negotiation 
netween the advertiser, con- 
tractor and the ITA 

No rules as to the minimum 
interval between advertisements 
or the classes of broadcast which 
are not to carry advertisements 
have yet been published. It would 
seem that to settle a minimum 
period between advertisements 
which was longer than the period 
between natural breaks would 
only be unnecessarily adding to 
the difficulties of advertisers 

4. In the acceptance of adver- 
tisements there must be no un- 
reasonable discrimination either 
against or in favour of any par- 
ticular advertiser. 
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It must not be forgotten, how- 
ever, that the ITA have wide 
powers to ban particular 
“classes” of advertisements. 

It is thought that this rule will 
prevent the contractors from 
allowing a particular advertiser to 
monopolise particularly favour- 
able positions over any long 
period 

5. The charges made by any 
programme contractor for adver- 
tisements shall be in accordance 
with tariffs fixed by him from time 
to time, being tariffs drawn up in 
such detail and published in such 
form and manner as the Authority 
may determine. Any such tariffs 
may make provision for different 
circumstances and, in particular. 
may provide, in such detail as the 
Authority may determine, for the 
making, in special circumstances, 
of additional special charges. 

No tariffs have been published 
up to the time of going to press 
and the ITA’s requirements as to 
their form and the manner of 
publication have not been an 
nounced. 

6. No advertisement shall be 
permitted which is inserted by or 
on behalf of any body the objects 
whereof are wholly or mainly of 
a religious or political nature. 
and no advertisement shall be 
permitted which is directed 
towards any religious or political 
end or has any relation to any 
industria! dispute. 

7. If, in the case of any of the 
television broadcasting stations 
used by the Authority, there ap- 
pears to the Authority to be a 
sufficient local demand to justify 
that course, provision shall be 
made for a reasonable allocation 
of time for local advertisements. 
of which a suitable proportion 
shall be short local advertise- 
ments. 

Apart from the special rules 
applying to television the usual 
rules of law restricting advertise- 
ments will of course apply 


ENFORCEMENT 


The duty of enforcing upon 
the contractors the rules as to 
the contents of the programmes 
is laid upon the ITA who are to 
carry it out by means of special 
provisions to be included in their 
contracts 

The contracts are to contain 
all such provisions as the ITA 
think “necessary or expedient’ 
for securing compliance with the 
provisions of the Act 


Penalties 


In particular the contracts are 
to contain a clause providing for 
penalties to be paid to the ITA in 
the case of breaches of certain of 
the terms of the contract. The 
maximum penalties are to be 
£500 on the first occasion £1,000 
on the second and £1,500 on any 
subsequent occasion. 

In case of dispute any questior 
as to whether the contractor has 
incurred such a penalty is to be 
referred to arbitration. 

Where such penalties have 
been incurred on three separate 
occasions the ITA may terminate 
or suspend the contract 
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LYTLE'S 
will lead 


in LV 
Dicky 


Jeeman head of Lytle’s TV Division, 


has proved his ability to catch, and hold, the attention of a 
mass audience. 

In the ‘commercial’ field this gift is proving more valuable 
than ever. The films he is making achieve a happy balance 
between entertainment and hard selling—and they hold the 
attention from start to finish. 

Dicky Leeman’s unrivalled practical experience is at your 
disposal. Ring Gerrard 8646. 


C. J. LYTLE (ADVERTISING) LIMITED, 2, 3 and 4 DEAN STREET, LONDON, W.1. TEL: GERrard 8646 
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Wanted—a reliable system for 


measuring the viewership 


S an advertising medium, 
commercial television in 
this country will be compar- 
able in many ways with press 
media. The programme con- 
tractors will provide the 
editorial content, as it were, 
and will build up the circula- 
tions—that is, the audiences. 
The advertisers will buy and fill 
the spaces between editorials, 
just as they do in press media. 
That is in no way an original 
observation, of course; the 
parallel has been drawn many 
times before But a discussion 
of audience measurement should 
start by re-stating that com 
parison, because it helps us to 


TV FILMS 


Our editing and recording 
facilities have been in- 
creased —our organisation 
is all set to play its part in 
meeting the demand for 
television material. Watch 


for further announcement. 


ave 


STANLEY 
SCHOFIELD 


PRODUCTIONS [” 
6.748. Old Bond St. 
London W.1. 
MAY fair 4642/3 


clarify what it is we want 
measured, and why 

Publishers have long recognised 
that they must provide advertisers 
with their circulation figures. In 
recent years, most of them have 
also recognised that they should 
provide the best possible estimates 
of their readership—how many 
people read their publication, and 
what sort of people those readers 
are 


ESSENTIAL DATA 


This kind of information is 
essential if we are to choose those 
publications which will most 
effectively and economically 
carry a particular message to a 
particular section of the market 

Exactly the same thing will be 
true of television, because it 
will constitute not just a new 
medium but a whole range of 
new media 

There are likely to be well over 
100 different programmes each 
week, and each of them wil! have 
a different audience. Some will 
attract more men than women; 
some will appeal more to the 
older than to the younger age- 
groups ; and so on 

nm a sense, therefore, cach 
programme will be a separate 
“publication, with its own 
“circulation” and its own “reader- 
ship.” And we know that air- 
time rates will vary, too. Present 
plans are to vary the rates 
according to the time of day ; but 
ultimately they must bear some 
relation to audience size as well, 
unless it turns out in practice 
that the two factors are them- 
selves closely related 


SIZE AND TYPE 


Advertisers and agencies w 
therefore look to the contractors 
for information about the size 
and type of audience obtained 
for the various programmes, just 
as they look to publishers for 
information about circulations 
and readership 

They will not expect this in- 
formation before ITA starts 
operating, because one can 
hardly measure something which 
as yet has no existence. In any 
case, it looks as though television 
may be able to count on an 
initial honeymoon-period during 
which advertisers will be con 
tent to buy air time for its novelty 
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By OLAF ELLEFSEN 


director, Foote, Cone & Belding Ltd. 


value alone, or for prestige and 
other advantages accruing to 
those who get in on the ground 
floor 

But honeymoons are usually of 
short duration 

How should the measuring be 
done? Well, the programme 
contractors w find it a bigger 
and tougher b than publishers 
do It is easy enough for a 
publisher to count the number of 
copies he distributes 

The televisior 
nothing the 


ntractors have 
emselves can 


count, except the number of 
licences—and that s really 
irrelevant. | them the whole 


thing will have to be a research 
job, and a pretty big and complex 
one 

At this point night be useful 
to set down th main types of 
information needed, together with 


their press equivalents; like 
this 
Press 
Circulation, or number of copies 
sold 
Number of people reading the 
publication 


Type of people reading the 
publication 


So for each programme it will 
be necessary to measure the 
number of sets tuned in to it, the 
number of people seeing it, and 
a classification of those people in 
terms of sex, age, and so on 

In an ideal world, perhaps we 
would not have to bother much 
about the number of sets, but 
only about the number ol 
viewers ; advertisers sell things to 
people, not to sets. But this is not 
an ideal world—not for market 
researchers anyway 

Some day we may be able to 
measure with complete accuracy 
the number of people reading a 
publication, or viewing a pro- 
gramme ; but we cannot do it at 
present. Existing research 
methods can tell us pretty reli 
ably what sort of people they are 
, but they are somewhat less reli 


@ Continued on page 26 


Television 
Number of sets tuned in to the 
programme 
Number of people seeing the 
programme 
Type of people seeing the pro 
gramme 


Live action stirs the emotions 


DO use live action when you want to stir emotions. 


Where cartoon 


is make-believe, live action is within the viewers’ own experience. 

Sometimes cartoon and live action can be blended—with a cartoon to 

open (it gains quicker interest) followed by live action (it has more 
impact). 
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Announcing the formation of 


ROE TELEVISION LIMITED 


ideally placed for 


NATIONAL Or REGIONAL 
programmes 


ROE TELEVISION LIMITED 


Directors: GRAHAM ROE, DEREK J. ROE 


73 GROSVENOR STREET, LONDON W.1/| 20 ST. ANN’S SQUARE, MANCHESTER 2 


Telephone: GROsvenor 8228 (3 lines) | Telephone: BLAckfriars 9786 (4 lines) 
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Mechanical 
aid viewer 


able when it comes to measuring 
their actual numbers 

Until we have licked that 
problem we ought not to risk 
abandoning the solid facts of 
circulation figures, or the nearly 
solid facts of sets-tuned-in figures 
That is why we have to know 
about sets as well as about 
viewers. 

There are mechanical devices 
which when fitted to television 
sets will make an automatic and 
continuous record of whether the 
set was switched on, and what 
statron it was tuned to, at any 
given moment. 


Probably the best known of 
these is the “ Audimeter” whict 
was developed by the A 
Nielsen Company, and is exten- 
sively used by them in the United 
States. Another instrument called 
the “Tammeter™ has beer j 
by Television Audicnce 
ment Ltd., which 
Attwood companics 


Jevise 
Measur 
§ one of th 


Both these devices are available 
for use in this country if required 


These mechanical method 
have one tremendous advantage 
they record facts, as they occur, 
and do not have to rely on fallible 
human memories Inevitably 


oo 
——————— 


aS 


NEW 


== 


Medium—NEW 


devices can 
measuremnt 


their facts are a bit less factual 
than circulation figures are, 
because they obviou cannot 
take im every set in the country 
The machines are attached only 


to a sample of sets, and theu 
findings are subject to the normal 
degree of error inherent in all 
sampling work ; but tt get as 
close to facts as an esearch 


] 


technique can hope to d 


NEAREST EQUIVALENT 


If such a mechanical hod is 
used to measure the 1 r of 
sets tuned in to each j¢ ramme 
at each time, we shall g ng 
the nearest possible equivalent to 
ABC certificates for a evision 
programmes That \ ke us 
quite a long way. Ir t will 
take us to the px had 
reached with press n 1 some 
25 years ago 

It is not likely that imme 
contractors, advertis and 
agencies will be conte top 
it that point. We kr hat the 
average number ol r 
copy varies enormous m one 
publication to anothe Un- 
doubtedly the averag¢ of 
viewers per set w i vary 
from one programme to another 


} 


—_- —- 
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One million tuned-in sets might 
well represent an audience of less 
than a million at some times, and 
of several millions at other times. 
And again, depending on the pro- 
gramme, this audience will con- 
sist mainly of women at some 
umes, mainly of men, or of 
children or teenagers, at other 
times. Clearly, it will not be 
enough to measure sets; people, 
too, must be measured and 
classified 

The Audience Research De- 
partment of the BBC question a 
sample of people each day about 
the programmes they heard or 
saw on the previous day; and, 
for those whose memories need 
stimulating, a complete list of 
the previous day’s programmes is 
shown. 

As with all research based on 
memory there is inevitably some 
risk of inaccuracy here. It might 
happen, for example, that some 
programmes would be better re- 
membered than others merely 
because they lasted longer, or 
had run for a longer period, or 
were enjoyed more, or had more 
memorable titles 


TELEPHONE AID 


Various ways of dealing with 
this memory factor have been 
tried. In the States one method 


is to telephone people and ask 


what they are looking at just 
then; but the dearth of tele- 
phones would make that plan 


impractical over here 
The same thing can be done 
by actually visiting people in- 
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stead of telephoning them; bu! 
the cost of visiting an adequate 
sample of people every quarter 
hour or so would also make this 
an impractical procedure on any 
regular basis. 

Another method is to get 
sample of people to record in a 
diary all the programmes the) 
see, rather as members of a con 
sumer panel keep records of their 
purchases. But diary methods 
do not overcome the memory 
problem altogether. People must 
still remember to fill in their 
diaries and, when filling them in. 
must try to remember what they 
saw. (Anyone who has to keep 
a work time-sheet knows how 
difficult it is to fill it in accur- 
ately at the end of the day 
and how much more difficult it 
is if they leave it until the end 
of the week !) 


INTERVAL SIGNALS 


At this point machines come 
into the picture once again 
There are machines which flash 
a light, or ring a bell or some- 
thing, at fixed intervals while the 
set is in use. This is a signal to 
the diarist, and reminds him that 
he must immediately write down 
what programme the set is tuned 
to and who is looking at it. This 
is the procedure used for the 
Nielsen “Audilog.” It sounds a 
bit 1984-ish, but it is said to 
work very well 

Those, then, are the main ways 


@ Continued on page 28 


Year-long SALESMAN— 


COMMERCIAL TELEVISION 
DIRECTORY * YEAR -BOOK 


Publication date: Sept. Ist 1955 


Do you intend to service Commercial Television—to equip, 
produce or present ? Then you should certainly advertise your 
Organisation and services in the COMMERCIAL TELEVISION 


Directory & YEAR Book. 


Live, comprehensive and authorita- 


tive, it will become the indispensable Handbook of the new 
industry, to be found on the desk and consulted frequently by 
every potential sponsor, reaching your great, new market— 


selling to it—every working day of the year. 


Do something 


about it—write or telephone for detais—DO IT NOW! 
For RATES & DATA, ’phone CHAncery 8844 or write to— 


THE ADVERTISEMENT DIRECTOR 


COMMERCIAL TELEVISION DIRECTORY £& YEAR-BOOK 
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WE THINK WE CAN HELP YOU! 
WITH YOUR TELEVISION 
PRODUCTION PROBLEMS 


STUDIO FACILITIES PRODUCTION SERVICES 


tr entt Within the heart of London there exists an organis 
tion which is capable of putting over the idea 


YOU want, in a way which YOU will like 


At ROTHERHITHE STUDIOS, the home 
Dilworth Productions, a complete Televis 

Unit has been developed with the sole aim of 
comprehensive studio facilities to the Ad 

Agent who may have Commer ial T. 

fulfil, but whose present organisation has not yet 
encompassed the compli ated technique of T.V 
film production 

At ROTHERHITHE STUDIOS, skilled ¢ 

cover the complete range of T.V. Film Product 
From the first consultation, to 

product, screen-writers, directors, arm 
sound-mixers and film editors work to plac: 

ideas, under YOUR name, on the viewing screens 


ot Britain 


ADI Here is OUR answer to the problem which, at 
AVILL!I 
time, may confront YOU. 


ENQUIRIES TO MANAGING DIRECTOR ; 
R. J. DILWORTH ADVERTISING 
FILM PRODUCERS, 


ROTHERHITHE STUDIOS, 
ROTHERHITHE, S.E.16 
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Commercials viewership 


figures not expected 


of measurement; mechanical 
ways, which measure sets very 
accurately, but say nothing about 
the size or type of their 
audience: and recall or diary 
methods, which measure the size 
and type of audience, but with a 
less certain degree of accuracy. 
We need to have both, just as we 
need to have circulation data and 
readership data from _ press 
media 

Since it is a description of the 
product they are selling, this in 
formation should be given by the 
sellers—-that is, the programme 
contractors But it must, of 
course, be a description which 
will be accepted with confidence 
by the buyers—that is, advertisers 
and their agencies 

For this reason the programme 
contractors would be wel 
advised to consult with their 
potential customers regarding 
the measurement techniques to 
be used ; and then to entrust the 
work of measurement to research 
specialists whose competence and 
objectivity is generally recog 
nised 

This measurement is going to 
cost a considerable sum of money, 
and it would be very wasteful if 
the work were done in such a way 


that the buyer would not have 
confidence in the resulting figures 

The ISBA and the IPA have 
already expressed their willing 
ness to advise the contractors as 
to what methods would be most 
acceptable to their members, and 
to help in getting the plans put 
into operation 


BASIC REQUIREMENTS 


To summarise, audience 
measurement should include the 
following 


® A continuous mechanical record 
of the number of sets tuned 
and what they are tuned in t& 

@A record of the numbers and 
kinds of people view! the 
various programmes, ot ned 
by some recall or diary n od 


(This would be needed 
quent intervals, but perha 


necessarily on a cor JoOus 
basis That would de; 1 on 
how far the prog mes 
followed a regular patte day 
by day and week by week 

@ The work to be done under the 
supervision of an independent 
body on which advertisers 


agencies and research experts 

would be represented 

If this independent measure 
ment could be organised so that 


it meets the needs of the BBC as 
well as the ITA, that would 
obviously be more economic for 
them both. 

We on the advertising side 
should not expect the programme 
contractors to measure audiences 
or audience-reactions to our 
actual commercials, any more 
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than we expect publishers to 
measure readerships or reader- 
reactions to our press advertise- 
ments. That is our job, and we 
shall do it. But from both press 
and television we can reasonably 
ask for the best possible measure- 
ments of the media in which our 
advertising is placed 


DON’T use settings beyond the experience of the viewer. 


Make the domestic scene realistic | 


In TY. 


the mind does not have time to orient itself to the unusual setting. 

then grasp the message. This scene was intended to show the house- 

wife playing bridge with the time she saved by using the washing 
machine. 


In its infancy, yes ; 


sal 


but getting closer every day. 


NELSON 
BIRMINGHAM 4 


shows, produce and make films, also animated Cartoons. 
spot and trained for this work ; our Artists are specialists in Cartoons and 


Animation. An advisory service is also available on Commercial T.V. 


hatcl STUDIO 
PRODUCTIONS LTD 


We produce and script live 


Our Models are on the 


COMMERCIAL TELEVISION STARTS ON APRIL 


No, we are not trying to fool you, but if Commercial Television was to start so soon would 
you be prepared? Planning now will put you in the position of being ready when the time 


comes, why not have a word with us on this subject. Remember the accent will be on 


COMMERCIAL TELEVISION 


INCORPORATING MIDLAND MODEL & MANNEQUIN AGENCY 


REGD. OFFICE : 


MEMBERS OF P.T.A. & A.C.A. 


HOUSE 2 MOOR ST 


TEL 
MIDLAND 402! 


Ist. 


sTUDIOS 


39 EDWARD ROAD, 
BIRMINGHAM, 12 


TRAINING SCHOOL 


545 MOSELEY ROAD, 
BIRMINGHAM, 12 
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“A DV FE: Beis TN Cc 
by 


"ET. VY TES ron 
fror 


ADVICE 
\ prel munar ay c we 
Every advertiser and advertising agent is going to need 
specialised help to some degree in their T.V. advertising 


and that’s our job. We can take everything off your hands, 


functioning as your own T.V. Department, or look after 


1 
' 


just those aspects of the work which it might be uneco 


as it Were, 


architects as well as builders—and any or all of our services 


available. Whatever you entrust to us will be carried PRE-VIEW 
“a 


by people whose extensive radio, film and television 


how is based upon solid advertising experience. 


For successful Advertising by Television,— 


Ivk 


CREATING 


"i" <> 


to create 


to produce STUDIOS 


We ve at 


COMMERCIALS LIMITED 
IND PLACE LONDON Wy LANevham 2 
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the shape of 
LEA erials 


to come? 


Is this the sort of thing our chimney pots will have to 
support when we really get our money’s worth from 13- 
channel Turret Tuning? We don’t profess to know, but 
on most television matters WPStart with the advantage 
that we have been studying television professionally since 
the days of the 9” screen. It is very easy to indulge in 
BBCriticism but from our experience we believe that 
advertising men who want to sell their clients’ goods can 
learn a lot from the BBC without buying up their staff. 


*x * * 


Our MDid the rounds of American and Canadian studios 
in 1953 but the American TVersion is like a New York 
landscape compared with the trim hedgerows laid down 
for us by the Mother of Parliaments; our American con- 
tacts, however, are very valuable. We are trying not to be 
confused or fooled by the siren call of September 1st; but 
certainly we will not confuse or fool any of our clients. 

* 


* * 


We believe that the creative approach to commercial 
television is the only important contribution that an agency 
can make. For that reason our Television Department is, 
at this stage of development, controlled by Charles Graves, 
best-seller, columnist, editor and deviser of radio pro- 
grammes. He has been closely associated with publicising 
Radio Luxembourg programmes since 1951 and is the man 


¥ \\V PS ensible 


* 


WILELtUNG’S PRESS SERVICE LTO 356- 


Telephone 


approach 


364 


TERMINUS 
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behind the controversially-successful BBCrossword puzzle 
“View Clues”—a specimen of good commercial style 
material if there ever was one. 


* * * 


We are building a small versatile creative Television 
Department that will be able to buy its production in the 
open market. We have already produced experimental 
commercials which we believe are good television and 
eminently selling. 


* cad * 


If you would like to see them we can show them in condi- 
tions that approximate very closely to true viewing on our 
unique “Ekco-Cinevision” projector which is installed in 
our comfortable conference room. 


tol) 


GRAYS INN ROAD, LONDON, wW.C.! 
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